Abstract-
I. INTRODUCTION
Customer attraction, loyalty, and relationship are matters a lot in business world besides price. Companies nowadays are very conscious about their customer's satisfaction (Malik, et al., 2013) . Consumers in today's world seem to be more aware of the products they buy, and at the same time, products are also developing. By understanding consumer behavior, an organization can develop their products or brands in the right way. It also helps the marketers to know more about consumer's needs and wants, to keep the customer satisfied and to keep them on track with the marketing concept (Lantos, 2011) .Studying customers provides information for developing new products, product features, prices, channels, messages, and other marketing-mix elements (Kotler & Keller, 2012) . Every customer has their own, different characteristics which will affect their mindset and perspective about a restaurant and the products they have bought.
Based on a research article by Li Mei Hung (2012) , Taiwanese select a coffee shop based on the staff service quality and a pleasant dining experience. Professional knowledge on coffee is also crucial. The dining experience emphasizes on a diverse range of meals and coffee variations, focusing on the quality of the meals, quality of tableware, portion sizes of meals and/or beverages, and how crowded the coffee shops are. In terms of staff, emphasis is on the staff appearance and etiquette, extensive professional knowledge, and the ability to responsiveness to customers' inquiries. Attention to store location, price level, discount frequency, and the café's reputation are also considered important.
In today's era of globalization, human resource has become the main driver in organizations to reach the organization's targets (Narayan, 2010) . It has become essential for organizations to handle and organize the personnel properly. The factors like capability, identity, encouragement, and values have been considered as intangible assets to direct organizational results (Saepung, Sukirno, & Siengthai, 2011) . Differences in employees' motivation and satisfaction (Arif & Chohan, 2012) are also extending crucial contributions. If satisfaction is related to how well employees perceive the jobs/tasks 1 (Aziri, 2011) , motivation is more into the willingness to put-in more into the jobs/tasks (Aworemi, Abdul-Azeez, & Durowoju, 2011) . Hence, both factors are important for organizations. Organizational Citizenship Behavior (OCB) influences both psychology and supervision in organizations. Considering and creating this behavior among members of organizations are essential (Mohammad, Habib, & Alias, 2011; Öztürk, 2010; Ünal, 2013) to assist managers in evaluating the working environment, motivation, and satisfaction of their employees (Davoudi, 2012; Miao, 2011) . This behavior supports organizations to go beyond duties and responsibilities.
With the rising trends on restaurants, bars, traditional market and cafes in the city of Jakarta and its surrounding proximities, the tight competition among players are obvious. The numbers of casual dining establishments with new concepts of design are steadily increasing. Obviously, it takes a lot more than food to create a good dining experience. Restaurant environment must target the most meaningful experience to all restaurant patronages. From ambient, social and design factors are all vital contributing elements to the positive dining experience to visitors (Ariffin, Bibon, & Saadiah, 2011; Putra, Saroso, & Anantadjaya, 2015) . People's attitudes, behavior and well-being are influenced by the aesthetic quality of the environment (Ariffin, Bibon, & Saadiah, 2011) . According to the study in USA by the University of Minnesota (Robson, 2002) , as much as 95% of purchase decisions are likely based on emotional responses rather than rational/logical considerations. Since new restaurants tend to offer unique concepts, this increases difficulties in grabbing the level of loyalty.
The National Restaurant Association (NRA) reported that restaurants derive a large portion of profits from loyal customers (National Restaurant Association, 2013a; 2013b) . At the average check of US$25, for instance, those regular customers contribute about 60% to the restaurant's revenues. Approximately 27% of first-timers to the restaurants' loyalty programs have returned within the short period, and 14% of those first-timers to the loyalty programs have visited twice in 3 months. However, for those first-timers who decided not to join the loyalty programs, only about 12% of them returned only once, and a mere 3% of those first-timers who did not join the loyalty programs have returned at least twice (Holscher, 2013) .
A. Consumer Behavior
It is often interesting to examine individual mental process in making purchase decisions. Though, on average, the mental processes should be similar, nonetheless, the actual purchase may be vastly different across individuals (Schiffman & Kanuk, 2009 ). These differences reflect the variations in consumer personal psychology and characteristics, and also the attitudes of consumer in accepting marketing and other stimulants (Kotler & Keller, 2012) . This study only focuses on consumer characteristics of many other consumer behavior elements/factors in trying to approximate the likelihood of purchase decisions (Setiawan, 2011) . The proxies used for the consumer characteristics in this study are; cultural 2 (Kotler & Armstrong, 2014; Kotler & Keller, 2012; Solomon, 2013) , social 3 (Kotler & Keller, 2012; Solomon, 2013; Mullins & Walker, 2010) and personal 4 (Parsa, Gregory, Self, & Dutta, 2012; Kotler & Armstrong, 2014) In general, culture influences individual wants and behaviors (Kotler & Armstrong, 2014) . From defining the "personality" of the surrounding society, culture will eventually shape individual identities and values (Solomon, 2013) . As a part of culture, nationalities, religions, ethnic groups, and geographical regions, are making-up the subculture elements to provide more identifications of certain societies. The existence of the sub-culture persuades the emergence of social stratifications, which is known as the social class 5 (Kotler & Armstrong, 2014; Kotler & Keller, 2012; Solomon, 2013) . Prior studies have indicated that culture determines the attachment of individuals toward certain activities, including particular products and/or services (Solomon, 2013) . Reference groups, family, social roles and status also determine individual behaviors (Kotler & Keller, 2012 ). People in similar income level usually belong in the same social class. This denotes similar tastes, preferences, interests, and those people tend to socialize together (Solomon, 2013; Mullins & Walker, 2010) . As stated, personal characteristics also influence buyer's purchase decisions (Parsa, Gregory, Self, & Dutta, 2012) . Individual consumptions usually mirror the age, stages in the family life-cycle, occupation and economic condition (Kotler & Armstrong, 2014) . Undoubtedly, since restaurants have become the socialization places and hang-out spots, in addition to a mere obtaining regular meals, the combinations of these factors are certainly expected to alter the acceptable design in restaurants.
Hence, it can be hypothesized that;
H1
: Consumer characteristics positively influences restaurant design
B. Job Satisfaction and OCB
Job satisfaction is an essential factor for organizations. It can certainly be used as a parameter in measuring employee's effectiveness (Aziri, 2011) since the higher level of job satisfaction will likely bring more positive attitude to employees (Robbins & Judge, 2013; Arokiasamy, Tat, & Abdullah, 2013; Hussin, 2011) . If the employees were happy (or satisfied), those employees will likely to continue working in the organizations (Arif & Chohan, 2012) . This means costsavings to the organizations, in terms of lower employee turnover (Suma & Lesha, 2013) , lower costs and higher productivity (Suma & Lesha, 2013) . The study by Aziri (2011) stated that there are related factors to the employee's job satisfaction, such as; the work itself (Management Study Guide, 2013), pay, improvement opportunities, the company supervisors, working environment, and the teamwork (Craven & Piercy, 2009; Kumari, 2011; Ebert & Griffin, 2011; Baylor, 2010) , in addition to the notions on intrinsic 6 and extrinsic 7 job satisfaction (Ebert & Griffin, 2011; Nadim, Chaudhry, Kalyar, & Riaz, 2012; Baylor, 2010) . The study on job satisfaction is regarded important since it evaluates various reasons and factors which influence the fluctuations on employee's job satisfaction (Sageer, Rafat, & Agarwal, 2012) .
The above mentioned elements of job satisfaction denote the people, and the structure of organizations (Robbins & Judge, 2013) . Equipped with those elements, organizational potentials increase toward the advancement in the future (Tanaka, 2013) . OCB 8 refers to the outcomes of individual behaviors beyond what are originally expected by organizations (Robbins & Judge, 2013; Vaijayanthi, Shreenivasan, & Roy, 2014) . Williams and Anderson (Mohammad, Habib, & Alias, 2011 ) also determined the types of OCB based on whom the behaviors are aimed at; Organization Citizenship Behavior towards an Individual (OCBI) and Organization Citizenship Behavior towards the Organization (OCBO). Considering the 5 dimensions of OCB, on one side, altruism and courtesy contribute to OCBI (Newland, 2012) , where employees help other individuals or are concerned with others. On the other side, conscientiousness, civic virtue, and sportsmanship contribute to OCBO, where employees behaviors are more directed to the benefits of the organization. As mentioned, researchers around the world have studied about OCB and its likelihood antecedents until now. Job satisfaction is considered as the most substantial element on job attitudes. OCB is the subsequent result of high degree of job satisfaction (Davoudi, 2012) . Satisfied employees have the tendency to show OCB. An employee who may have a good relationship with his/her colleagues may have the tendency to show altruistic behaviors in terms of extending assistance in accomplishing tasks (Robbins & Judge, 2013) .
Designs of any establishments can take-on various forms. Restaurant designs, for example, range from fast-food type of design to an elegant fine-dining at the rotating roof-tops. Interiors of the restaurants also range from the casual style to particular theme-based interiors. With the trends on competing interiors, categories begin to emerge on the importance of restaurant designs (Simpson, 2003) . If such competing designs were perceived from OCB, unique designs may potentially emerge from the combinations of employees' job satisfaction, 6 Factors on intrinsic job satisfaction (Baylor, 2010) include; achievement, recognition (Bradler, Dur, Neckermann, & Non, 2016) , the work itself (Management Study Guide, 2013), responsibility (Kumari, 2011) , advancement & growth (Sageer, Rafat, & Agarwal, 2012) . 7 Factors on extrinsic job satisfaction (Baylor, 2010) , or also known as the hygiene factor in the two-factor motivational theory (Management Study Guide, 2013), include; supervision, working condition (Leblebici, 2012) , interpersonal relationship, company policy, salary (Sageer, Rafat, & Agarwal, 2012) , job security (Sageer, Rafat, & Agarwal, 2012) , and status. 8 Research on OCB was initially started by Dennis Organ in 1980s (Öztürk, 2010) . Until now, the research on OCB and its antecedents, such as; leadership behavior, organizational commitment, organizational culture, job satisfaction, and many others have been done by many researchers (Davoudi, 2012) . Dimensions on OCB include; altruism, concientiousness, civic virtue, courtesy, and sportmanship (Öztürk, 2010; Ünal, 2013; Islam, Ahmad, Ahmed, & Mohammad, 2012). altruism, courtesy, conscientiousness, civic virtue, and sportsmanship. If such competing designs were perceived from consumer characteristics, on the other hand, distinctive designs may potentially emerge from the combinations of culture, social and personal factors.
H2
: Job satisfaction positively influences OCB
C. OCB & Design
There are countless of elements to take into consideration in dealing with interior design (Simpson, 2003) . It appears to be not enough elements to even come close in achieving the best results. Nevertheless, this study focuses only on a handful of elements in relation to designs, as follows (Pavesic, 2005) ; a. According to Singh (2006) , the choices of colors stimulate individual senses. Colors have the power to recall memories in individual minds. Color is important in creating the positive associations. From the marketing field, color holds the vital role in relaying messages to people (Thenni, 2013 c. The approximate largeness or smallness of designs also dictates the space and comfort. The size can also create other elements as large or small depending on the available space in-between (Thenni, 2013) .
d. Scent is crucial in extending the intended messages. Unmatched scents to the product/services offered may lead to negative perception (Ertzberger, 2009 ). Other surrounding elements, including the overall design, music, layout, and decoration have the tendency to alter emotions and hopefully increasing willingness to stay longer in the premises. This boost shopping experience (Ertzberger, 2009 ).
e. Room temperature should also be considered for personal comfort (Thenni, 2013) .
f. Ornament is also necessary to not only offer the functions, but also to display social status (Yu, 2009) . Intricate details may be used to fascinate people and lure them to stay longer in the premises to admire the craftsmanship (Yu, 2009 ).
g. Sound is essential to boost emotions and relaxation (Malekshahi, 2013; Yu, 2009) . Acoustic materials can be use as sound absorbance (Yu, 2009) . In much of the same ways is about lighting to create pleasant and desirable environment (Malekshahi, 2013) .
h. Materials and texture used for the floors, walls, tables, chairs, and counter-tops should also be considered to be align to the general concepts of the designs (Malekshahi, 2013) Advances in Economics, Business and Management Research, volume 28 i. Restaurant physical menu should also be considered as a part of the overall restaurant design (Baiomy, Jones, Elias, & Dinana, 2013) . Good menu is advantageous to lure people in making selections (Kotschevar & Withrow, 2008; Ozdemir & Caliskan, 2013; Buchanan, 2011; Bowen & Morris, 1995) . This enhances dining experience (Marković, Raspor, & Šegarić, 2010) . Menu appearance should incorporate components of color, typeface, layout, paper, illustration and graphic design (Putra, Saroso, & Anantadjaya, 2015; Shock, Bowen, & Stefaneli, 2004; Singh, 2006) . Each of the components should complement the others (Scanlon, 1985) .
The combination of those design elements can only be unique when employees are all working together beyond their formal job descriptions and attempting to really extract the capabilities. Hence, it can be hypothesized that;
H3
: OCB positively influences restaurant design
D. Customer Loyalty
Customer loyalty can be proxied by behavioral and attitudinal (Eliwa, 2006) . The behavior dimension is about customer's behaviors on repeat dining in a specific restaurant over time (Eliwa, 2006) . Attitudinal dimension refers to customer's intention to repurchase and recommend or do a word of mouth (Eliwa, 2006) . Loyalty includes repurchasing behaviors and preferences toward certain products and services (Alsaqre, 2011) . From another study, customer loyalty can also be proxied by environmental attribute, managerial attribute and social attributes (Alsaqre, 2011) . From the discussion above, it is certainly expected that the restaurant design may likely influence the level of loyalty.
Hence, it can be hypothesized that
H4
: The appropriate restaurant design positively influences customer loyalty
E. Research Model
With the above mentioned literature, the relationships among potential variables and indicators can be illustrated in the following research model on figure 1. 
II. METHOD
This study relies on the geographically-cluster sampling method to separate countless of restaurants within the proximity of the city of Jakarta and its surrounding areas, mainly Depok, Tangerang and Bekasi. Since questionnaires were distributed via online social media, such as, Facebook, Instagram, Path, and emails to acquaintances who reside in those targeted locations, personal interactions and/or interviews were not conducted. The following table shows that assuming that only 50% of the targeted population meets the criteria while maintaining 10% sampling error, and 99% confidence, the minimum numbers of sample should be 166 respondents. As previously mentioned, the variables and indicators used in this study are; (1) consumer characteristics are approximated by culture, social and personal, (2) job satisfaction is approximated by intrinsic and extrinsic factors, (3) OCB is peroxide by altruism, courtesy, conscientiousness, civic virtue and sportsmanship, (4) restaurant designs are proxied by physical and menu design, and (5) customer loyalty is proxied by behavioral and attitudinal influence.
The relational analysis in this study follows the structural equation modeling (SEM) to examine the simultaneous occurrence of all pre-determined variables and indicators (IBM SPSS Amos, 2016; Arbuckle, 2011; Ghozali, 2004; Santoso, 2009) . It is expected that the variables and indicators provide insights on the degrees of influence. Such the degrees of influence may become handy in managerial improvements and decision-making.
III. RESULT

A. Respondent Characteristic
The preliminary frequency-based data analysis reveals the following information on the respondents' characteristics; approximately 52% of respondents are female, 73% of respondents are older than 35 years old, 78% of respondents are married, 65% of respondents' monthly expenses are more than Rp. 10 million, only 17% of respondents are students, 15% of respondents' blood type are AB, 94% of respondents have visited restaurants at least 10 times per week, about 69% of respondents have spent at least Rp 100,000 per visit in a particular, 9% of respondents have visited coffee shops at least 5 times a week, 33% of respondents have visited restaurants due to the overall restaurant design.
The following table shows the sampling method used and distributions of respondents across locations in Jakarta, Tangerang, Depok and Bekasi. Though the response rate of 74% (or 183 responses) is a bit lower than originally expected, it is considered acceptable. Business and Management Research, volume 28 Due to the difficulties in reaching the proportionate distribution across locations, the completed responses are used. Since it is necessary to examine the level of validity and reliability of the available data, the pre-test and post-test were conducted. The pre-test was run with only 55 data from all locations, and the post-test was run with all the completed responses of 183. Since the available data has been considered reliable (73.1% for the pre-test and 77.3% for the post-test) and valid (68.5% for the pre-test and 70.5% for the post-test) (Santoso, 2009; Sarwono, 2012; Arbuckle, 2011 ), a normality test should be performed to ensure the fitness of data into the normal distribution as a way to note the potential biases and outliers 9 (Ghozali, 2004; . The following table shows the results on reliability and validity of the data.
Advances in Economics,
For the data to be normally distributed, the multivariate critical ratio should be between -2.58 and +2.58 (Ghozali, 2004; Santoso, 2009; Sarwono, 2012; Schumacker & Lomax, 2004; Arbuckle, 2011) . From the following table, it shows that the original data was not considered normal. There were outliers. Once the outliers were excluded, the remaining 171 data were considered normal at the multivariate critical value of 0.482.
B. Data Analysis
Relying on the maximum likelihood analysis of SEM, the following results were obtained at Tabel 3. With the above measurements, the structural equation can be shown in fig.2 . From the figure 2, structural estimates, the following analysis can be elaborated; Job satisfaction positively influences the formation of OCB as much as 81%. The intrinsic and extrinsic factors on job satisfaction have the explanatory power of 86% and 78% respectively toward the formation of job satisfaction. This means that both intrinsic and extrinsic factors are relatively equally influential for the overall job satisfaction of employees (Arif & Chohan, 2012; Arokiasamy, Tat, & Abdullah, 2013; Aworemi, Abdul-Azeez, & Durowoju, 2011; Aziri, 2011) . Hence, managers should consider these factors in ensuring higher level of job satisfaction. These findings are enriching what the previous studies have empirically proven (Arif & 9 Outlier data is the data that have probability value (p1 or p2) smaller than 0.05 (Ghozali, 2004; Santoso, 2009; Sarwono, 2012; Schumacker & Lomax, 2004; Arbuckle, 2011 ). Chohan, 2012 Arokiasamy, Tat, & Abdullah, 2013; Aziri, 2011; Baylor, 2010) . Indra & Anantadjaya, 2011; Ghozali, 2004; Santoso, 2009; Schumacker & Lomax, 2004; Mustafa & Wijaya, 2012) Consumer characteristics positively influence the formation of restaurant design as much as 61%. Of the indicators used to approximate consumer characteristics, culture has the highest explanatory power of 76% toward the formation of consumer characteristics (Solomon, 2013) . The explanatory powers of social and personal are 70% and 58% toward the formation of consumer characteristics (Kotler & Keller, 2012; Solomon, 2013; Mullins & Walker, 2010) . This means that culture present the most influential impact toward what consumer characteristics (Shah, 2016) would become. Managers should consider the elements on cultural issues in the society to approximate the likelihood of tastes and preferences toward designs. As a close "relative", social issues also present a relatively influential impact. The combinations of the indicators have shown the empirical evidence that the consumer characteristics are shaped by the culture (Management Study Guide, 2016a), social and personal (Management Study Guide, 2016b) elements. This directs that depending on the respondents' culture, social and personal elements, the overall consumer characteristics may be different. On one side, these differences guide the consumer characteristics. On another side, such differences form the most preferred restaurant designs. For example, in most parts of Asian countries, people value family-close-ties. Children tend to stay together with parents even after marriages. These closely-tied family relationships would significantly impact the individual's sets of habits, beliefs and principles. This shapes the unique consumer characteristics based on what the localized culture (Management Study Guide, 2016a OCB positively influences the formation of restaurant design as much as 57%. Of the indicators used to approximate OCB, courtesy has the highest explanatory power of 77%. At about the similar level of influences, altruism and conscientiousness have 63% and 68% explanatory power toward OCB, respectively. This means that in trying to formulate the most appropriate restaurant design, courtesy among employees appears to be the upmost important. As courtesy refers to prior, early or immediate notices to colleagues upon managerial changes (Ünal, 2013) , communication among team members should be considered crucial to ensure the restaurant design, perhaps, as well as the maintenance of such restaurant designs.
Restaurant design positively influences the formation of customer loyalty as much as 84%. Of the indicators used to approximate restaurant design, physical design appears to be having the highest explanatory power of 96%. Menu design poses a total explanatory power of 72%. This means that the physical design of the restaurant present the most influential impact toward what people believe the restaurant design should be. This becomes understandable since the physical design of restaurants is likely directing the "theme" of restaurants. When restaurants can relay the message carefully with the physical designs, the level of satisfactions is influenced. Eventually, the level of satisfaction may likely contribute the level of loyalty over time. Referring to the indicators used to approximate loyalty, the behaviors portray the most influential explanatory power of 88%. This means that to boost loyalty toward restaurants, management and owners of restaurants should focus on inspiring and altering the behaviors of patrons in such a way that those patrons' behaviors may be modified accordingly.
With the above results and with regards to the hypothesis in this study, the hypothesis tests can be addressed as showed at Tabel 4.
IV. CONCLUSION
This study concludes that all of the variables used show positive influence toward the customer loyalty. All of the indicators also show satisfactory explanatory power toward the formation of the intended variables. With the results show the most contribution impact of intrinsic job satisfaction, culture, courtesy, physical design and behavioral influence, it is apparent that the ultimate goal is to strive for total positive customer experience.
With those results, it is obvious that management shall concentrate on those indicators toward improvements attempts in reaching the highest level of loyalty. At first, it becomes important to note the competing employees' interests based on intrinsic and extrinsic factors on job satisfaction. This means that not only organizations need to ensure the satisfactory conditions on the job, from supervisors, compensations, relationships among employees, but also the necessities on awards, recognitions, challenging jobs to push-forth employees' job satisfaction level. At the second layer, organizations need to distinguish the vital roles of courtesy among employees, conscientiousness and altruism toward the betterment of OCB. As the combination of courtesy and altruism forms the individual-based OCB, it becomes crucial for organizations to ensure team-based organizational structure. This pushes employees to work together and may be demanded to constantly stay alert with problems and/or challenges faced by colleagues to reach the common goals and completions of tasks on-hand. Coupled with the high degree of conscientiousness, which represent the organizational-based OCB, outcomes may be guaranteed to be always in the best possible quality. At least, this pledges for continuous improvement among employees. To better comprehend the consumer characteristics, organizations need to emphasize on cultural elements. This means to really conduct demographical analysis to formulate the consumer profiles as a way to understand the consumer/market characteristics. This appears to be the most influential elements to better equipped organizations in deciding the most appropriate designs in restaurants. At least, from the physical appearances and ambience of the restaurants. Combining with the ultimate target on loyalty, successfully delivering the superb customer experience, or popularly known as experiential marketing, becomes the important managerial "threads" to focus on.
Future research can certainly focus on the similar variables and indicators with additional focus on cultural and social elements to note the possible differences across cultural groups and social groups. Detailing more on the level of personal diversity may pose exciting impact toward appropriate restaurant designs. Business and Management Research, volume 28 
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